Social Media on a Shoestring:

A case study on how one Goodwill
agency used new media and fashion to
reach an untapped audience
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What 1s Goodwill?

*Mission is to provide job training and
employment services to people with
disadvantages or disabilities.

*Ninety-nine percent of mission funding
comes from diverse lines of business:
Retall Stores, Contract Services (janitorial,
pest control)
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Problem Statement

How can Goodwill of Greater Washington

(GGW) successfully reach a new
audience and reposition our retail stores

without creating additional burden on
limited resources?

Goodwill

Greater Washington d




Decision — Focus on Fashion
through Social Media

By doing so, GGW can:

*Become a go-to source for style and fashion
Influencers, taking greater advantage of

current shopping trends, especially with regards
to vintage and contemporary fashions.

*Reach and educate an untapped population

on Goodwill's mission.
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Why Fashion?

*Already had an annual fashion show
established as a fundraiser

*Nine retail stores in the DC Metro area

*Excellent potential for tapping into
already-established online fashion crowd
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Why Fashion?

Soclal Marketing

% Blog Content

EASEIOIN:

Point of engagement

(They want fashion, we have fashion) GOOdWiII
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Why Social Media?

It fit within our strategic plan based on
three fundamental questions...

*What are the objectives?

*How can GGW achieve its
objectives?

*\Which tools will best address those
needs?
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ldentifying Our Objectives:

*To increase retail sales by tapping into an
untapped secondary market segment

*To reduce expenses on our annual Fashion of
Goodwill runway show

*To make a splash for the launch of our eBay
Store and increase retail revenue both on- and
offline
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Achieving Our Objectives

*Engage secondary shopper populations
(influencers) via online engagement and interaction :
without alienating primary market segment

«Convert expensive live fashion show to
predominantly online version in order to reduce cos ts
while reaching a larger audience

|ldentify an effective but inexpensive source to dr ve
online retall traffic, hence the fashion show and t he
DC Goodwill Fashion Blog
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Fashion of Goodwill website
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Building with those Tools

*Have existing employees create a fashion blog and social
media campaign that would successfully communicate

the organization’s mission while being content driv en, i.e.
not just one big advertisement for GGW

*Treat blog and entire social media presence as a p roduct
of GGW, in order to provide structure and measurabl e
outcomes; blog also has a mission statement

*In this way, the DC Goodwill Fashionista (DCGF) and
GGW will become a go-to source of information on
vintage and contemporary fashions and “thrifting”
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Creating the Blog

*Mission Statement
*Schedule
*Online/offline relationships

Integration with other web presence

.
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Mission Statement

Goodwill’'s fashion blog provides detailed
knowledge and insight on vintage and
contemporary clothing and accessories
that are valuable to fashion shoppers.
The facts and opinions shared also
present readers with entertaining, exciting
and value based information on vintage
and contemporary fashion and shopping

trends. Goodwill
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The DC Goodwill Fashion Blog
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Schedule

«Start slow: three days/week was our original plan
Mondays are general trends

*Tuesdays are the Goodwill Good Buy of the Week
*Thursdays are more of an editorial on the industry

*Eventually we added in What Is 1t?! Wednesdays
and Ask The Fashionista! Fridays

Allow for flexibility depending on special events, etc.



Online/Offline Relationships

*Engaging other fashion bloggers was crucial in the
first months of the blog and virtual fashion show

«Taking those relationships into the real world hel ped
build credibility and increase awareness

*Now those same bloggers attend our events and
leave comments on the blog without any prompting!



Integration with other
Web presence

sLinkage among Blogger, Facebook, Twitter, etc. is
crucial for increasing web traffic

*For Goodwill Good Buy of the Week and during

virtual Fashion Show in particular, integration amo ng
blog, eCommerce sites, and fashionofgoodwill.org

drove retall sales
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Results!

* Blog averaging over 3500 readers per week (from all 50 states
and over 100 countries)

* Blog retention rate of over 60%!

» Generated over $1 million in earned media including news
stories on every DC area TV station, CNN, CNN Headl ine News,
FOX News, MSNBC, NPR, The Washington Post, New York Times
Magazine, Washington Times, Washingtonian Magazine, PR
Week, NonProfit Times, Chronicle of Philanthropy, = Ragan
Communications News , Dow Jones Market Watch, American
Public Radio, Washington Business Journal and more

» Featured case study at Kent State University, San Diego State
University and on marketingprofs.com, Livingstonbuz  z.com,
Bloomberg Marketing Blog and more.



More Results!

» 2007 Virtual Fashion Show viewers to date: 42,000+

«2008 Virtual Fashion averaging 25% more viewers/mo nth than
2007 (w/less promaotion)

» Converting to virtual show reduced costs by 85% and increased
margins from 39% to 79%.

«2008 combined live & virtual fashion shows = highe st net profit
by more than 50%

» Converting 15% of fashion show viewers into online shoppers.

» Converted 48% during 2 week fashion show online auc tion.
*Converting 7.6% of blog visitors into online shopp ers.



BEST Result.

Mission Awareness!

*Mission is at the bottom of every blog posting

and on the Facebook profile
*Mission stated at the beginning of the virtual

fashion show and on fashionofgoodwill.org



Next steps:

«Spanish fashion blog
*Mission-centric Facebook page

*Mission focused blog



Keys to Success of Strategy

*Treat blog, social media sites like a product

Make blog a source of content, not promotion
(social media sites can promote)

sIntegrate, don’t eliminate (media mix)



Thank you!



